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Electronic banking concept has been in practice worldwide especially in the
developed nations compared to developing countries in which Somalia is no
exception to this trend. The purpose of this study is to identify the factors that
determine e-banking adoption in Somalia. Since the introduction of e-banking, several
studies have explored diverse issues of e-banking concept in the developing nations.
This study identified four main determinants of e-banking adoption which includes
internet speed, trust, perceive ease of use, and perceive usefulness. The findings of
this study show that internet speed, trust, perceived ease of use and perceived
usefulness played a significant role in determining e-banking adoption. The method
employed in this study involved primary data through online survey questionnaire.
The limitation of the study is basically a quantitative research; hence future research
should include other geographical areas such as other cities in Somalia meeting the
generalization of the findings. Also, this study suggests that future research should
implement a longitudinal study where recurring measurement on respondents is done,
thereby understanding the behaviour of the e-banking adoption over time.




Konsep perbankan elektronik(e-perbankan) telah diamalkan di seluruh dunia terutama
di negara maju berbanding dengan negara-negara membangun di mana Somalia juga
tidak terkecuali untuk melaksanakan trend ini. Tujuan kajian ini dilakukan adalah
untuk mengenal pasti faktor-faktor yang menentukan penggunaan e-perbankan di
Somalia. Sejak pengenalan e-perbankan, beberapa kajian tentang konsep e-perbankan
telah dilakukan di negara-negara membangun. Kajian ini telah mengenalpasti empat
faktor penentu penggunaan e-perbankan yang meliputi kelajuan internet, kepercayaan,
kemudahan penggunaan, dan faedah kegunaan e-banking. Penemuan kajian ini
menunjukkan bahawa kelajuan internet, kepercayaan, kemudahan penggunaan dan
faedah kegunaan e-banking memainkan peranan penting dalam menentukan
penerimaan e-perbankan di sesbuah negara itu. Kaedah yang digunakan dalam kajian
ini melibatkan data primer melalui soal selidik dalam talian. Kajian ini berbentuk
penyelidikan kuantitatif dan mempunyai limitasi daripada segi demografi, oleh itu,
penyelidikan masa depan perlu dilakukan untuk mengkaji isu ini melalui penambahan
kawasan geografi lain seperti bandar-bandar lain di Somalia. Kajian ini juga
menunjukkan bahawa penyelidikan masa depan perlu melaksanakan kajian membujur
di mana pengukuran berulang terhadap responden perlu dilakukan untuk memahami
tingkah laku pengambilan e-perbankan dari masa ke masa.
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1.1 Background of the Study
Electronic banking concept has been in practice worldwide especially in the
developed nations compared to developing countries in which Somalia is no
exception to this trend (Mohamad 2011). E-banking is relatively a new concept in
Somalia and still in its early stage even though the adoption process is swiftly on the
increase in developing country (Sayid, & Echchabi, 2012). In recent years the rapid
development of IT (information technology) such as e-banking has brought to fore
several changes especially in the way banks provide services to their customers.
Financial service providers such as the banking sector are perceived to be the most
important and IT-intensive service industry because they are the largest IT service
providers that spend a tremendous amount of money on IT systems (Alkafagi, 2015).
Nowadays, bank’s customers are much more interested in getting e-service quality
experience. However, the banking sector, on the other hand, is confronted with fierce
competition, thereby making them seek various means of satisfying customers.
Studies have shown that e-banking innovation does not only save time and money but
also provides bank customers with minimal risk (e.g. loss and theft), lower service
charges,convenience,instant accessibility and payment (Bacinello, Carmona,
Tomelim, Da Cunha, & Tontini, 2017; Antonia, Manual and Gilbert, 2016). Hamid,
Razak, Bakar, and Abdullah, (2016) highlighted that internet banking helps in
improving customer’s job performance. Adams, Bashiru, and Abdulai, (2016) argued
that e-banking is more beneficial to banks than its customers. The impact of the
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internet of a thing (IoT) era on the banking sector has made away with the brick and
mortar system of banking. Which means that bank customer need not visit the bank to
make any transaction due to the contactless nature of e-banking, and its 24/7
convenience and accessibility as well as flexibility among other benefits (Donovan,
2012; Auta, E. M. 2010; Lee and Chung, 2009). Also, Yuan, Liu, Yao, and Liu, (2016
p1) mentioned that “Compared to traditional/online banking, the main advantages of
e-banking are ubiquity and immediacy”.
Moreover, e-banking is recently gaining more momentum over traditional banking
and to win customer’s loyalty and gain their continuous patronage requires providing
e-service quality that will enhance their e-satisfaction. According to Bill Gates,
(2008), “Banking is essential, whereas banks are not”. It means that the paradigm shift
of the conventional banking system (i.e. brick and mortar system) is consistently
changing by the day coupled with the increase in demands by new bank customers
which needs urgent attention in order to maintain and enhance a smooth
customer/bank relationship. Most of the banks in Somalia introduced the e-banking
aimed at benefitting both the banks and the bank customers. However, the major issue
is how to use the technology (i.e. computer) coupled with slow internet speed,
customer trust, perceive usefulness, and perceive ease of use have constituted a major
issue despite the willingness to adopt e-banking by some good number of Somalians
(Sayid, & Echchabi, 2012; Mutengezanwa, & Mauchi, 2013). However, there is a
steady increase of e-banking adoption in Somalia which has been attributed to its ease
of use and the rate of mobile phone users which is consistent with Au and Kauffman
(2008) theory of “consumer choice and demand”. This theory stipulates that
2
consumers may choose to use any particular banking technology such as e-banking,
based on the ease of use and other related attracting features that they perceive.
The issues regarding e-banking adoption is concern about poor service quality and
dissatisfaction of customer (Amin, 2016; Zhao, AKoenig-Lewis, Hanmer-Lloyd, and
Ward, 2010; Calisir and Gumussoy, 2008). According to Bhattacharjee, (2017), the
primary cause of customer’s dissatisfaction of e-banking is lack of trust. Studies have
also identified some e-banking adoption issues that are common in developing
countries which includes slow internet speed, internet experience, lack of government
support, security and privacy, customer’s trust (Sánchez-Torres, Canada, Sandoval,
and Alzate, 2018; Ratnam, and Sivapalan, 2017; Bacinello, Carmona, Tomelim,
Cunha, & Tontini, 2017; Rahman, Saha, Sarker, Sultana, and Prodhan, 2017; Daniel,
and Jonathan, 2013; Ibok, and Ikoh, 2013).
One prominent key issue affecting e-banking adoption in Somalia is slow internet
speed. The internet services offered by most of the banks especially the local banks
are not up to date. Coupled with the issue of electricity instability (or irregular power
supply) Moreover, one of the motivations of this study is mainly in response to the
call for a future study by Maduku, (2014) regarding the issue of how internet speed
affects the adoption of e-banking. They suggested that in order to get a comprehensive
insight into the issues bordering internet banking adoption similar study should be
undertaken in other developing countries.
This study aims to probe the cause of the factors that are influencing Somalians
intention to adopt e-banking. According to Davis, (1989), his proposed model called
TAM is primarily developed to understand user’s acceptance to adopt IS such as e-
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banking through the use of perceived usefulness and perceived ease of use constructs
to evaluate bank customers’ intention to adopt e-banking.
1.2 Problem Statement
Since the introduction of e-banking several studies have explored diverse issues of e-
banking concept in the developing nations (Courchane et al., 2002; Pikkarainen et al.,
2004; Mattila and Mattila, 2005; Roussos, 2007; Forrester Research, 2009; The World
Bank, 2009; Yousafzai and Yani-de-Soriano, 2012; Devi Juwaheer, Pudaruth, &
Ramdin, 2012). Many studies have attempted to identify the factors (such as perceive
ease of use, perceive usefulness, income level, educational level, age, etc.) that
determine e-banking adoption in the developing country by using several types of
theories such as technology acceptance model (TAM) (Davis, 1989), theory of
reasoned action (TRA) (Fishbein and Ajzen, 1975) and theory of planned behavior
(TPB) (Ajzen, 1991). However, there is a limited study that has focused on the
customer trust and the speed of internet, also, to perceive ease of use and perceive
usefulness as predictors of e-banking adoption especially in Somalia (Sayid, &
Echchabi, 2012; Mutengezanwa, & Mauchi, 2013). Thus, the study aims to fill this
gap by further providing evidence that constitutes the issues as mentioned above such
as lack of usage, people resistance, lack of up to date services and so on.
The objective of this study is to examine the factors that can predict e-banking
adoption among Somalia. Specifically, this research paper aims at investigating the
relationship between e-banking adoption and its predictors (i.e. internet speed, and
trust, perceive usefulness, perceive ease of use). In order to synchronise the
relationships that subsist among the variables in the conceptual framework, the
present study will employ the theory of technology acceptance model (TAM) and the
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theory of unified theory of acceptance and use of technology (UTAUT). For example,
Al-Somali, Gholami, and Clegg (2009) employed the TAM model to determine the
factor that drives customers to adopt online banking in Saudi Arabia. They argued that
the quality of internet speed, customer trust, perceive ease of use and perceive
usefulness have a significant relationship with online banking adoption. Similar
results were also found by Ozdemir and Trott (2009) in their study on internet
banking adoption in Turkey.
Moreover, one of the motivations of this study is mainly in response to the call for a
future study by Maduku, (2014) regarding the issue of how internet speed affects the
adoption of e-banking. They suggested that in order to get a comprehensive insight
into the issues bordering internet banking adoption similar study should be undertaken
in other developing countries. Also, regarding perceive usefulness and perceive ease
of use, this study aims to validate the findings of Sayid, and Echchabi, (2012). Thus,
the result of their studies indicated that the two constructs have a significant positive
influence on the Somali customers’ intention to adopt internet banking. Although,
their study focused on mobile money which is a subset of e-banking, thus, the study
aims to relate it to the context of e-banking. Additionally, this study aims to look into
how the customer trust, influences e-banking adoption among Somalia in some
selected Universities’ students of Mogadishu, to reflect the contextual issues of e-
banking adoption in Somalia. Moreover, these predictors of e-banking adoption have
been a lingering issue for some time now in Somalia.
In sum, significant studies have provided evidence on the extensive adoption of e-
banking in the developing nations. However, there is a limited study on e-banking
adoption in developing nation, especially in Somalia. As such the need to identify the
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factors that will encourage and improve the understanding of internet banking
services adoption becomes paramount for the present study.
1.3 Research Questions
1.    What is the relationship between internet speed and intention to adopt e-banking
in Somalia?
2.    What is the relationship between trust and intention to adopt e-banking in
Somalia?
3.    What is the relationship between perceived ease of use and intention to adopt e-
banking in Somalia?
4.    What is the relationship between perceived usefulness and intention to adopt e-
banking in Somalia?
1.4 Research Objectives
The following are the specific objectives of the study.
1.    To investigate the impact of internet speed on e-banking adoption in Somalia.
2.    To investigate the impact of trust on e-banking adoption in Somalia.
3.    To investigate the impact of perceived ease of use on e-banking adoption in
Somalia.
4.    To investigate the influence of perceived usefulness on e-banking adoption.
1.5  Significance of the Study
Concerning bank customer, the knowledge of this study will go to a large extent in
increasing the number of adopters of e-banking among Somalia due the level
perceives usefulness, ease of use, trust and internet speed.
The study aims to uncover the factors that influence e-banking adoption among
Somalia in Universities students of Mogadishu. Hence, it is hoped that the results of
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this study will offer the banking institutions suitable guide and procedures on how to
improve on internet speed and the trust of their customers based on their knowledge
of how Somalia students perceive the usefulness and ease of use in adopting e-
banking.
1.6  Scope and Limitation
The study focuses on the factors that influence e-banking adoption among Somalia
students in Mogadishu universities. Due to the strategic position of the banking sector
in the economic development of the country, this study attempts to provide possible
means of enhancing and improving as well as increasing the rate of e-banking
adoption from its findings. To attain the objective of the study, the present study
employed the theory of technology acceptance model (TAM) to explain its major
constructs (i.e. perceive the usefulness and ease of use) (Davis 1989). Additionally,
the study also considered other relevant constructs (i.e. internet speed and trust) as an
extension to TAM, which is constructs that have been under-researched especially in
Somalia context. The limitations of this study originate from the fact that the research
paper will be based on only bank customer responses. Also, the study has been limited
within the context of Somalia student’s perception of e-banking adoption.
1.7 Definition of Key Terms
In this segment provides the conceptual and practical terms that have used in this
study. Therefore, the following operational terms are defined as thus:
Internet speed: means the performance of an Internet connection, which is based on
the number of bytes per second that data travels from the user's device to the Internet
(upload) and from the Internet (download). Internet speed is regarded as a facilitating
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condition because according to Venkatesh, (2003) any technical infrastructure that
supports the use of a system is regarded as a facilitating condition.
Trust:Trust refers to the willingness of users to adopt internet banking with the hope
that the bank will fulfil their service obligation regardless of the customers’ ability to
monitor or control the activities of the service provider.
Perceived Ease of Use: Perceived Ease of Use refers to the level at which a user’s
believe that using a new specified system will be devoid of both mental and physical
efforts especially regarding transfer and utilisation (Davis, 1989).
Perceived Usefulness: Perceived usefulness refers to the degree by which a person
using e-banking believes that it will enhance his/her financial service or banking
transactions (Davis 1989).
E-banking Adoption: it refers to an undertaken to sign a contract by acknowledging
the full usage of electronic banking gateway or channel that promotes banking
transactions such as checking account balance, fund transfer, standing order, payment
of bills.
1.8 Organization of the Thesis
This study examines Factors influencing the adoption of e-banking among Somalia in
some selected Universities’ students of Mogadishu. This study is divided into six
chapters. Chapter one covers the background of the study, the problem statement, the
research questions, the objectives of the study, the significance of the study,
definitions of key terms  as well as the scope of the study. The next chapter, which is
chapter two emphases on the literature reviews in relation to the adoption of e-
banking and its correlation with other variables in this study. More so, would cover
8
previous studies as well as related theory. Chapter three includes research framework
and hypothesis development. Chapter four contains the research methodology used,
which comprises the research design, population, and sampling, measurement variable
and data analysis techniques. The second to the last chapter, is chapter five which
covers the analysis on findings and interpretation of the data to answer the objectives
of the study.Finally, the last one is chapter six which covers the discussion,





This chapter discusses the driving forces for e-banking adoption in Somalia. The
chapter also elaborates the background of the development of e-banking in Somalia.
The chapter thoroughly discusses previous studies on e-banking adoption that
involves the current study’s variables of interest including internet speeds, trust,
perceived ease of use and perceived usefulness. It also discusses the underpinning
theory and the justification for their selection.
2.2   Background of E-banking in Somalia
The advent of internet banking technology such as e-banking in Somalia has led to
changes in the way financial services and banking services are offered to customers
(Madulu, 2014 cited in Gas 2016). This is because e-banking facilitates the use of
internet banking facilities such as ATMs, computers. For the transfer of money.
Following the collapse of the government of Somali since 1991 as led by the former
president Siyad Barre, the financial system has undergone several reforms, especially
in the Central Bank and the entire Somalia banking system (Sayid, & Echchabi,
2013). Thus, towards the end of the year 2006, the central bank managed to restore its
offices that are located in Mogadishu and other main cities. As a result, the Money
Transfer Companies which was known as “Hawaleh System” was put in place with
the aim of delivering some essential banking services such as e-banking.
The Hawaleh System (remittance providers) has its agencies across the globe, which
made it be a famous financial player in Somalia coupled with the faster and lower
service charges they offered and thereby increased public trust and reliability (Sayid,
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&Echchabi, 2013). Also, the central role of the Hawaleh system is to transfer money
between foreign countries and within the country. For example, this platform of e-
banking (money transfer) enables Somali students studying in Malaysia to efficiently
carry out their e-banking transactions at any point in time provided they have a
computer or IT technology that is linked with the internet. Moreover, there are other
e-banking facilities such as ZAAD (launched by Telsom company, in 2009 as the first
money transfer system in Somaliland) and e-Dahab (launched by Dahabshiil in 2014)
(Gas, 2016). In spite, of the popularity of these e-banking facilities, there are still
issues of lack of usage due to people resistance.
For example, in southern Somalia, Al-Shabab rejected the use of Zaad (or Sahal)
financial services, reasons being that the economy will be controlled by international
banks and corporation and the rejection of local currency (i.e. Somali shilling.)
(Sayid, & Echchabi, 2013). Another prominent issue affecting e-banking adoption in
Somalia is slow internet speed. The internet services offered by most of the banks
especially the local banks are not up to date, coupled with the issue of electricity
instability (or irregular power supply) and the cost of buying internet banking devices
such as computer and mobile phones is quite high.
2.3  Previous Research on E-banking Adoption
Electronic banking concept has been in practice worldwide and is rapidly growing
across the world especially in the developed nations compared to developing.
Nowadays, the internet of things (IoT) era has led to e-commerce adoption such as e-
banking as a competitive advantage to the banking sector because it provides a
flexible and convenience banking platform that boosts customer’s trust and
satisfaction. Globally e-banking is widely accepted concerning customer service
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quality, banking securities and customers’ perceive usefulness and ease of use a well
as customers’ trust. Additionally, e-banking is gaining more momentum over
traditional banking and winning customer’s loyalty and gain their continuous
patronage requires providing e-service quality that will earn their trust.
Mainly, the TAM constructs especially perceive usefulness and perceive ease of use
was mainly developed by Davis (1989) to tackle the issues of e-mail. For example,
according to Davis, (1989), his proposed model called TAM is primarily developed to
understand user’s acceptance to adopt IS such as e-banking through the use of
perceived usefulness and perceived ease of use constructs to evaluate bank customers’
intention to adopt e-banking. There are many definitions of electronic banking
postulated by several authors. Mainly, these definitions cover areas like the services
offered, advantages of e-banking and the various levels of e-banking (Mutengezanwa,
and Mauchi, 2013).
Henry (2000) cited by Mutengezanwa, and Mauchi, (2013, p.3) defined internet
banking “as the system that enable customers of the banks to gain access to their
accounts and general information on the bank products and services through the use
of the bank’s website, without the intervention or inconvenience of sending letters,
faxes, original signatures and telephone confirmations”. Apart from cash withdrawals,
internet banking offers customers access to any banking transaction, the moment one
clicks a mouse (De Young, 2001 cited by Padachi Rojid Seetanah 2008).
Additionally, Bradley and Stewart (2003) define internet banking as a banking
platform that offers a universal connection from any part of the world which is
universally accessible to any computer that is linked with the internet. Similarly, e-
banking adoption refers to an undertaken to sign a contract by acknowledging the full
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usage of electronic banking gateway or channel that promotes banking transactions
such as checking account balance, fund transfer, standing order, payment of bills.
The study by Saidi et al. (2016), while using a questionnaire to collect data, found out
that the four determinants (i.e. perceived ease of use, perceived usefulness,
demographic characteristics and internet experience) affecting e-banking adoption by
bank customers were significant. Daniel conducted similar studies, and Jonathan,
(2013) (from Ghana perspectives) and Maduku, (2014) (from South African
perspective) respectively. Daniel and Jonathan, (2013) findings revealed that the two
main constructs of TAM (i.e. perceived ease of use, perceived usefulness) and
government support, as well as trust and privacy, were all significant to e-banking
adoption in Ghana. While Maduku, (2014), findings indicates that the two main
constructs of TAM in addition to trust, customer awareness and perceived self-
efficacy were found to contribute significantly to internet banking adoption in South
Africa. However, customer’s trust was found to be the strongest predictor.
In a related study conducted in Cameroun by Fonchamnyo (2013), while using the
extended TAM to assess a sample survey of 210 customers found that “perceived
security, trust, cost of service, usefulness, and accessibility” significantly influences
customer’s attitudes resulting to e-banking adoption. Further findings revealed that
demographic characteristics such as education, age, and marital status significantly
influence customer’s attitude resulting in e-banking adoption. Additionally, Sayid and
Echchabi, (2012) conducted a related study by administering 100 questionnaires to
Somali customers. Their findings indicate that perceived usefulness, security and
social influence have a significant positive influence on M-money adoption whereas
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attitude, perceive ease of use and perceive risk do not have a significant positive
influence on M-money adoption.
Concerning attitude is because of the uniqueness of their cultural and social values.
Regarding perceived ease of use,  their culture has a propensity to encourage risk
taken instead of risk aversion. Moreover, perceived risk is due to the recent social and
political condition in the country. Similarly, the findings of Yuan, Liu, Yao, and Liu,
(2016) supports that of Sayid, and Echchabi, (2012). Especially regarding the
perceived ease of use and perceived risk which was found to have a significant
adverse effect on mobile banking adoption in China. The reasons being that mobile
banking adoption in China has been swiftly increasing even though it is still in its
early development stage. While the remaining constructs namely; satisfaction,
perceived usefulness, perceived task-technology fit, and confirmation was found to be
the main predictors of continuance intention.
Furthermore, in a related study by Devi Juwaheer, Pudaruth, and Ramdin, (2012) on
the factors affecting internet banking adoption while using a case study on
commercial banks in Mauritius found that the two main constructs of TAM; perceived
ease of use and perceived usefulness directly influenced internet banking adoption.
While the extension to TAM constructs namely; subjective norms, attitude,
customers’ behavioural intentions, security, trust, customer awareness, age, level of
income, gender, and education were also found to influence internet banking adoption
in Mauritius. Similarly, convenient method of sampling was employed in collecting
data in a study conducted by Mazuri, Samar, Norjaya, and Feras, (2017) to determine
internet banking adoption while using Technology Acceptance Model with customer
satisfaction and e-customer service.
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The results of their findings indicate that internet banking adoption in Pakistan could
be encouraged by perceived ease of use, perceived usefulness, and customer service
and customer satisfaction. Moreover, customer satisfaction was found to play a
significant mediating role among all the proposed variables. More so, Tran and
Corner, (2016) conducted a related study in New Zealand and employed a
combination of both qualitative and quantitative research methods. Thus, the results
of their findings indicate that perceived usefulness has the most substantial effect on
customer customers’ behavioural intention, next factor was perceived credibility and
then perceived costs.
The findings of Sánchez-Torres, Canada, Sandoval, and Alzate, (2018) were to an
extent inconsistent with that of Daniel, and Jonathan, (2013) as regards to their
findings on government support even though customer trust in both studies showed
that they significantly influence e-banking adoption. According to Sánchez-Torres et
al. (2018) the reason for this inconsistency is because the perception of e-banking
users in Columbia is that the lack of government support on internet usage affected
their intention to use e-banking.
Ibok and Ikoh, (2013) conducted a study to find out “the determinants of customers
satisfaction with internet banking services” by using a questionnaire to collect data.
Their findings indicate that account access, account control, account use, ease of use,
privacy and security were significant determinants of customers’ level of satisfaction
with e-banking, although cost/time effectiveness were found to be negative suggesting
that as the cost and time spent by customers on e-banking increases, invariably
customers’ satisfaction will also decrease vice-versa.  Also, in a study conducted by
Ratnam, and Sivapalan, (2017) while employing systematic quasi-random sampling
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and a randomly selected questionnaire which was administered to the e-banking
targeted customer in Sri Lanka. Findings in their study revealed that the relationship
between the four determinant factors in the study (i.e. privacy and convenience,
content and website layout, the speed of delivery, and accessibility) and e-banking
practices were all significant and that the speed of delivery had the most substantial
influence on e-banking practice.
Additionally, studies by Wiratmadja, Dameria, and Kurniawati, (2017) attempted to
analyse the factor that drives users perceived risk on acceptance internet banking on
the one hand and their “perceived trust of the physical bank”. Thus, the researchers
employed a purposive sampling technique and used a sample of 242 internet banking
customer in Indonesia. Their findings indicate that perceived trust of the real bank has
an adverse effect on attitude and behavioural intention while perceived security risk
has no significant effect on attitude and behavioural intention.
Furthermore, Rahman, Saha, Sarker, Sultana, and Prodhan, (2017) employed a case
study approach on Dutch-Bangla Bank Limited using both primary data (structured
interview schedule) and secondary data from documentation and internet sources with
snowball sampling technique to examine the problems and prospects of e-banking
acceptance in Bangladesh. Their findings show that relationship exists between e-
banking and security and privacy and that the result supports that of Zaman and
Chowdhury (2012). Also, there was no relationship between e-banking and
knowledge, because Dutch Bangla Bank Ltd (DBBL) customers have no enough
knowledge about e-banking services offered by the banking sector in Bangladesh.
Moreover, this finding supports that of Sarker, Islam, and Rahman, (2015), which was
also carried out in Bangladesh. Additionally, in a related study that was also
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conducted in Bangladesh on the perceptions of customers on e-banking by Rahman,
Rahman, and Fahmed, (2016) using both primary (survey questionnaire) and
secondary method of data collection found that demographic characteristics such as
“age, gender, education and average monthly income” does not have a significant
influence on using e-banking facilities. In other words, the perception of customers in
adopting e-banking with regards to the four mentioned factors varies. Conversely, a
study by Mutengezanwa, and Mauchi, (2013)on the “socio-demographic factors
influencing the adoption of internet banking in Zimbabwe”, used a questionnaire with
a sample of 335 commercial bank customers. Their findings revealed that there is a
positive relationship between the demographic factors (i.e. age, occupation, income,
gender, and educational level) and internet banking adoption.
Bhattacharjee (2017) employed the mixed method to collect data by using survey and
quota sampling to find out e-banking satisfaction among degree-holder and non-
degree-holder customers. Thus, findings revealed that there is a significant difference
in the respective satisfaction level between the customers with the degree holder and
non-degree holder. However, regarding e-banking customers with degree profile;
convenience and awareness were found to have no effect on their satisfaction level
whereas trust was found to be an antecedent with high correlation. On the other hand
customers with the non-degree profile; convenience and trust were both found to
affect satisfaction with high correlation while awareness was found to have no such
effect.
Also, Ayo, Oni, Adewoye, and Eweoya, (2016) conducted a study to determine the
relationship between e-banking usage and the predictors (E-service quality, attitude,
and customer satisfaction) using questionnaire and structural equation model. Their
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finding shows that perceived e-service quality has the most substantial effect on e-
banking use compared to attitude, while customer satisfaction has no significant effect
on e-banking use. However, there were some inconsistencies with the findings by
Amin, (2016), who used a structured questionnaire to collect data that was used to
examine internet banking service quality. Thus, the impact of the relationship between
internet banking service quality and its predictors (i.e. e-customer satisfaction and e-
customer loyalty) were found to be significant. Similarly, Studies by Rahi, Ghani, and
Alnaser, (2017) on predictors influencing internet banking adoption such as customer
services and the perceived value on banks brand loyalty while using a structural
equation model found that customer service and perceived value has a significant
influence on both internet banking adoption and brand loyalty of Banks.
2.3.1 Internet Speed
Internet speed is one of the vital facilities of e-banking (or banking system) that
facilitates and enables users to perform online banking (Chavan, 2013; Haque, Ismail,
& Daraz, 2009; Al-Somali et al., 2009; Singhal & Padhmanabhan, 2008; Nelson &
Richmond, 2007). Internet speed is regarded as a facilitating condition because
according to Venkatesh, Morris, Davis, and Davis (2003) any technical infrastructure
that supports the use of a system are regarded as a facilitating condition. Also,
recently banking service trend has shown that bank customers are more interested in
using a customer-friendly technology (Hassan, Mansour, Eljelly, & Abdullah, 2016;
Alshbiel & Ahmad, 2016)Hence, e-banking has virtually everything to do with
internet speed; as such e-banking cannot function without a proper and readily
available high internet access. Stein (2011) stressed that e-banking adoption is
significantly influenced by internet availability, especially in Africa.
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Poor internet speed makes the e-banking service platform to lack user-friendliness and
unsuitable for banking transactions. One of the prominent feature and benefit of e-
banking adoption over the traditional banking system as identified by Yuan, et al.
(2016) is “ubiquity and immediacy”. Thus, the failure of having access to a good
internet speed is capable of rendering this e-banking advantage as worthless. Also,
without proper access to internet speed, the benefit of 24/7 service convenience
offered by e-banking as highlighted by several studies cannot be achieved (Amin,
2016; Floh & Treiblmaier, 2006; Johnson & Marakas, 2000; Karjaluoto, Mattila, &
Pento, 2002; Lassar, Manolis, & Lassar, 2005; Mukherjee & Nath, 2003; Pikkarainen,
Pikkarainen, Karjaluoto, & Pahnila, 2004; Poon, 2007; Rotchanakitumnuai & Speece,
2004; Tan & Teo, 2000; Venkatesh & Davis, 1996).
Hence, the relevance of having an excellent high internet speed as a critical factor that
drives e-banking adoption cannot be overemphasized. Findings by Erkin (2014)
suggest that internet banking facilities such as internet speed should be easily
accessible to customers. Gunaratnam et al. (2017) studies on “the influence of e-
banking practices” in Jaffna city, Sri Lanka, argued that internet speed had the most
substantial influence on e-banking practice.
2.3.2 Trust
This variable refers to the willingness of users to adopt internet banking with the hope
that the bank will fulfill their service obligation regardless of the customers’ ability to
monitor or control the activities of the service provider. Studies have shown that
customer confidence in accepting a particular system plays a significant role in
determining their adoption (Saidi, 2016; Jayawardhena & Foley, 2000). According to
Zheng, (2010), some bank customers are not willing to use internet banking due to the
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fear that the technology may garble with their account. Similarly, Moga et al. (2012)
findings show that the two main drive that determines customer adoption or declines
to use e-banking are trust and security-related issues.
Additionally, Hussain et al., (2017) stressed that the lack of cybersecurity has
adversely affected the usage of internet banking. Thus, studies have shown that
customer trust plays a significant role in promoting and enhancing the relationship
between customers and e-banking (Chemingui 2013; Hurley, Tahir Jan, and Abdullah,
2014; Jan and Kalthom 2014; Yu, Balaji, and Khong, 2015). The adverse effect of
insecurity has significantly affected the level of user’s confidence and trust in
adopting e-banking in most of the African countries (KPMG, 2013). Regarding the
brick and mortar system of banking the findings of Wiratmadja, Dameria, and
Kurniawati, (2017) revealed that security risk was not an issue because bank
customers tend to have more confidence and trust in the traditional banking system
rather than e-banking. As such the issue of security tends to play a significant role in
determining customers trust to adopt e-banking compared to other related issues.
Other factors that affect customers trust to adopt e-banking includes privacy,
convenience, e-service quality, e-satisfaction and so on. Most studies have indicated
that customers trust significantly influences e-banking adoption (Sánchez-Torres,
Canada, Sandoval, and Alzate, 2018; Fonchamnyo 2013; Daniel and Jonathan 2013).
Moreover, some studies have indicated that in most cases, trust construct was found to
be the primary driver for e-banking adoption (Bhattacharjee 2017; Maduku, 2014).
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2.3.3 Perceived Ease of Use
Perceived Ease of Use refers to the level at which a user’s believes that using a new
specified system will be devoid of both mental and physical efforts especially
regarding transfer and utilisation (Davis, 1989). Perceived ease of use is one of the
central constructs of TAM which determines user’s level of trust to adopt e-banking.
Nowadays, the banking trend shows that customers are more interested in using
technology that is user-friendly (Alshbiel & Ahmad, 2016; Hassan, Mansour, Eljelly,
& Abdullah, 2016). Thurow, (2002) Suggested that considering users interact with
technology, and web designers should consider the following “five basic rules of web
design.”
•    Easy to read
•    Easy to find
•    Easy to navigate
•    Consistency of  design
•    Consistent layout
Moreover based on the above five basic rules of web design, Thurow (2002)
concluded that such rules would provide convenience and accessibility for the
website.
On the other hand, a good number of studies have shown that e-banking is
significantly influenced by perceived ease of use primarily in the developing countries
(Saidi, et al 2016; Daniel, and Jonathan, 2013; Maduku, 2014;Mazuri, Samar,
Norjaya, and Feras, 2017; Ibok, and Ikoh, 2013). Furthermore, Sayid and Echchabi,
(2012) argued that perceive ease of use has no significant effect on internet banking
adoption reasons being that Somalia culture has a propensity to encourage risk taken
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instead of risk aversion. Similarly, Yuan, Liu, Yao, and Liu, (2016) found related
results. However, this study aims to validate these contradictory findings,
2.3.4  Perceived Usefulness
Perceived usefulness refers to the degree by which a person using e-banking believes
that it will enhance his/her financial service or banking transactions (Davis 1989).
Davis (1989) identified perceived usefulness as one of the critical element that drives
e-banking adoption. Akturan and Tezcan (2012) interview result in their study
conducted on 435 Istanbul Turkish students found that perceived usefulness in
addition to other constructs significantly affected their attitude to adopt online
banking. Similarly, several studies have found that e-banking adoption is significantly
influenced by perceived usefulness, particularly in the less developed countries
(Fonchamnyo 2013; Mazuri, Samar, Norjaya, and Feras, 2017; Saidi et al. 2016;
Daniel, and Jonathan, 2013; Maduku, 2014).
For example, studies were conducted by Daniel, and Jonathan, (2013) (from Ghana
perspectives) and Maduku, (2014) (from a South African perspective) respectively.
Daniel and Jonathan, (2013) findings revealed that the two main constructs of TAM
(i.e. perceived ease of use, perceived usefulness) and government support, as well as
trust and privacy, were all significant to e-banking adoption in Ghana. While Maduku,
(2014), findings indicates that the two main constructs of TAM in addition to trust,
customer awareness and perceived self-efficacy were found to contribute significantly
to internet banking adoption in South Africa.
Although, Sayid and Echchabi, (2012) studies in Somali found perceive ease of use to
have no significant effect regarding perceived useful (as one of the pivotal element of
TAM that plays a similar role of determining e-banking adoption like perceive ease of
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use) was found to be significant. In sum, most of the prior studies have shown that
perceive usefulness has a positive influence on e-banking adoption (Al-shbiel &
Ahmad, 2016; Al-smadi, 2012). Moreover, Tran and Corner, (2016), studies in New
Zealand found perceive usefulness to have the most substantial influence on e-
banking adoption.
2.4   Underpinning Theory
The technology acceptance model is used in the study as the underpining theory to
help in explaining intention to adopt e-banking.
2.4.1  Technology Acceptance Model (TAM)
TAM is a philosophy that explains user’s acceptance or refusal of information system
application such as e-banking. TAM was born out of prior work on “Theory of
Reasoned Action (TRA) developed by Fishbein and Ajzen (1975) and Theory of
Planned Behaviors (TPB) proposed by Taylor and Todd (1985)”. Fred Davis
developed the TAM model during his Doctoral thesis at MIT Sloan School of
Management in Cambridge, Massachusetts, USA. The TAM constructs especially
perceive usefulness and perceive ease of use was mainly developed by Davis (1989)
to tackle the issues of e-banking adoption. For example, according to Davis, (1989),
his proposed model called TAM is primarily developed to understand user’s
acceptance to adopt IS such as e-banking through the use of perceived usefulness and
perceived ease of use constructs to evaluate bank customers’ intention to adopt e-
banking.
Davis (1985) proposed that user’s acceptance to adopt a particular technology can be
motivated by three key predictors which include perceived ease of use perceived
usefulness and attitude. According to him, the attitude of a user to accept or reject a
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system is the most crucial element because it influences the user’s perceived ease of
use and perceived usefulness. As a result, the behavioural intention of the users
determines the attitude to accept the technological system.
The failure of the TAM model to include other vital predictors of user’s intention to
adopt a technological system such as trust and the speed of the internet to enable the
system function well has led to the extension of the model and the development of
other theories. Thus, in order to have a detailed understanding of the driving forces for
adopting e-banking, this study will employ to explain how trust and internet speed
affects e-banking adoption in addition to the two main constructs of TAM (i.e.
perceived ease of use and perceived usefulness).
Figure 2.1
Technology Acceptance Model 1 Source: Davis (1989)
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In applying this theory to internet banking adoption, studies have indicated that
customer’s trust (which is regarded as an element of performance expectancy) and
internet speed (which is regarded as one of the vital facilitating condition for e-
banking adoption) significantly influence users’ intention to adopt Venkatesh, Morris,
Davis, and Davis (2003). For example, Bhattacharjee (2017) found that customers’
trust plays a significant role in determining the user’s behaviour to adopt e-banking.
Similarly, provided there are excellent facilities such as high internet speed, users will
be unwilling to embrace e-banking.
In other words, a poor internet connection with high cases of an internet security
breach that leads to questioning the reliability and genuity of the services provided by
the bank will eventually not stimulate user’s behaviour to adopt e-banking. Also,
Gunaratnam, et al. (2017) studies on “the influence of e-banking practices” in Jaffna
city, Sri Lanka found that among the four predictors of e-banking practice (content
and website layout, speed of delivery, privacy and security, convenience and
accessibility), internet speed had the most substantial influence on e-banking practice.
According to Venkatesh, Morris, Davis, and Davis (2003) Performance Expectancy
(PE) are more applicable to perceive usefulness whereas Effort Expectancy (EE) is
more suitable for analysing customer’s perceived ease of use.
2.5   Summary of the Chapter
This chapter identified the determinants of e-banking adoption by users through the
review of the previous extant literature. Thus, the present chapter identified the
determinants of e-banking adoption to include among others as follows the two main
constructs of TAM (i.e. perceived ease of use, perceived usefulness), internet speed,
and trust. However, findings from the extant literature review suggest that in most of
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the studies, customers trust, and perceive usefulness played a significant role in
determining e-banking adoption. Also, this chapter identified some inconsistencies in
the review of past studies, which were mainly due to geographical/contextual factor
such as culture, political instability, social factors. This study also identified and




RESEARCH FRAMEWORK AND HYPOTHESIS DEVELOPMENT
3.1       Introduction
This section discusses in detail the description about the research framework and
hypothesis development. The section thoroughly emphasises nexus between the
independent variables namely internet speed, trust, perceived ease of use; perceived
usefulness and dependent variable which is an intention to adopt e-banking.
3.2      Research Framework
The study examines the factors influencing the adoption of e-banking in Somalia
using these selected independent variables namely internet speed, trust, perceived ease
of use, and perceived usefulness and adoption of e-banking as a dependent variable.
Venkatesh, Morris, and Davis (2003) opine that technological infrastructure supports
the use of online banking system as it facilitates the sufficient and speed of internet
usage when the customers involved with the internet banking. On the other hand,
Boateng et al. ( 2016) exerted trust and ease of use when carrying out a study that
focuses the internet banking adaptation in Ghana. They concluded that trust has a
positive correlation with the intention to adopt internet banking in Ghana. However,
they postulated that ease of use has less correlation compared to internet trust. Cudjoe,
Anim & Nyanyofio (2015) employed perceived usefulness and perceived ease of use
when conducting a study on mobile banking and customer behaviour adoption in
Ghana. The result of their study shows that perceived usefulness and perceived ease
of use have a significant impact on consumer intention to adopt and use mobile
banking in Ghana.
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Considering these notions, the current study will be guided theoretically by Devis’s
(1989) model of technology acceptance otherwise known as the theory of TAM. In
other words, the research framework of this study is adapted from Devis (1989). Thus,
the study focuses on the following research framework illustrated in figure 3.1.
Figure 3.1: Research Framework
3.3    Hypothesis Development
According to Zikmund et al., (2012), a hypothesis refers to a logical assumption that
is expressed in the form of statement and subjected to testing which describes the
relationship that subsists between two or more constructs. The following hypothesis is
developed based on the relationship of the constructs described in the research












3.3.1    Internet Speed and Intention to Adopt E-Banking
Internet speed plays a vital role in customers comfort because it is available for 24
hours a day and for 365 days in a year which is not possible through e-commerce.
Similarly, internet speed can be used easily in the house by customers. Not only that,
customers can have their questions answered automatically without contacting
anybody in a few minutes (Kamarulzaman, 2007).  In a related development, through
internet speed customers can buy or sell their product using online shopping, which
will make them be interested and attracted to new products. Internet speed also allows
customers to purchase by credit card easily thereby making the customer comfortable
as delivery is free and affordable (Gounaris & Koritos, 2008).
Previous studies (see for example, Chavan, 2013; Haque, Ismail, & Daraz, 2009; Al-
Somali et al., 2009; Singhal & Padhmanabhan, 2008; Nelson & Richmond, 2007),
found a significant relationship between internet speed and intention to use e-banking,
while other researchers like (Amin, 2016; Floh & Treiblmaier, 2006; Johnson &
Marakas, 2000; Karjaluoto, Mattila, & Pento, 2002; Lassar, Manolis, & Lassar, 2005;
Mukherjee & Nath, 2003; Pikkarainen, Pikkarainen, Karjaluoto, & Pahnila, 2004;
Poon, 2007; Rotchanakitumnuai & Speece, 2004; Tan & Teo, 2000; Venkatesh &
Davis, 1996), did not establish a significant relationship between internet speed and
intention to use e-banking. In order to reconcile the conflicting results shown in the
literature, it is appropriate to utilise the following hypothesis that explains the
relationship between internet speed and the intention to adopt e-banking in Somalia.
Thus, this study developed the following hypothesis:
H1: There is a significant relationship between internet speed and e-banking adoption.
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3.3.2 Trust and Intention to Adopt E-Banking
Trust is the willingness of customers to use internet banking with the expected that the
bank will perform their service obligation regardless of the customers’ ability to
monitor or control the activities of the service provider. Trust is an essential resource
that influences user thoughts, and it establishes the achievement of new technology
adaptation, like e-banking, e-commerce. (Chen and Barnes, 2007).  Similarly, trust
has been described as a critical element in a relationship especially when ambiguity
and risks are involved (McKnight and Chervany 2001),  by definition trust is the
believe of a positive expectation about the attitudes and behaviours of others
(McAllister and Bies 1998).  In e-banking services, trust involves making a one time
or many purchases and relying on the information provided by the trustee who could
be, the bank, mobile vendor and others (Chung and Kwon, 2009). Trust also aid
customers in accepting e-banking services which may include privacy, convenience,
e-service quality, e-satisfaction and so on. Numerous, studies have pointed out that
customers trust significantly influences e-banking adoption (Sánchez-Torres, Canada,
Sandoval, and Alzate, 2018; Fonchamnyo 2013; Daniel and Jonathan 2013). Besides,
several researchers like (Bhattacharjee 2017; Maduku, 2014), have shown that in
majority cases, trust construct was found to the primary driver for e-banking adoption
(Bhattacharjee 2017; Maduku, 2014).  Therefore, in order to put to rights, the
different outcome revealed in the literature, it is suitable to use the following
hypothesis that elaborates the relationship between trust and the intention to adopt e-
banking in Somalia. Thus, this study developed the following hypothesis:
H2: There is a significant relationship between trust and e-banking adoption.
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3.3.3    Perceive Ease of Use and intention to Adopt E-banking
Another important construct derived from the technology acceptance model (TAM)
which help in technology adoption is perceived ease of use. Perceived Ease of Use
refers to the level at which a user’s believe of a specific method will be effective
regarding it transfers and utilisation (Davis, 1989). Therefore, whenever a customer
feels that e-banking is secure and easy to adopt and free of the bundle, then
possibilities of the customers to use new technology will be high.  At the same time,
users will believe that new technology is beneficial to them although some users may
think that new technology is challenging to use (Davis, 1989). Perceived Ease of Use
also determines the user’s degree of trust to utilise e-banking both mental and
physical efforts, particularly regarding transfer and use. In other words, the banking
development demonstrates that customers are more involved in utilisation technology
that is user-friendly (Alshbiel & Ahmad, 2016; Hassan, Mansour, Eljelly, &
Abdullah, 2016). On the other hand, many studies such (Saidi, et al 2016; Daniel, and
Jonathan, 2013; Maduku, 2014;Mazuri, Samar, Norjaya, and Feras, 2017; Ibok, and
Ikoh, 2013) have revealed that e-banking is significantly influenced by perceived ease
of use primarily in the developing nations. While some researchers like Sayid and
Echchabi, (2012) disputed that perceived ease of use did not significantly affect on
internet banking adoption due to that Somalia culture has a propensity to motivate risk
taken instead of risk aversion. In the same way, Yuan, Liu, Yao, and Liu, (2016)
establish related results. However, this study improved hypothesis to validate these
conflicting results, the following hypothesis:
H3: There is a significant relationship between perceived ease of use and e-banking
adoption.
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3.3.4    Perceive Usefulness and Intention to Adopt E-banking
The key elements identified by Davis in (1989) that drives e-banking adoption is
Perceive Usefulness. It refers to the level by which individual using e-banking
believes that it will develop his/her financial services and banking transactions. Past
studies on new technology adoption persistently show that perceived usefulness has a
substantial impact on user’s intentions to adopt new technology.  For example,
Wessels and Drennan (2010) in their research titled user’s acceptance of Mobile
Banking in Australia disclose that perceived usefulness had a significant effect on
acceptance to accept new technology ( mobile banking among users).
Furthermore, many researchers have found that e-banking adoption is significantly
influenced by perceived usefulness, particularly in the less developed countries
(Fonchamnyo 2013; Mazuri, Samar, Norjaya, and Feras, 2017; Saidi et al. 2016;
Daniel, and Jonathan, 2013; Maduku, 2014). However, most of the previous studies
have indicated that perceive usefulness has a significant positive influence on e-
banking adoption (Al-shbiel & Ahmad, 2016; Al-smadi, 2012). Additionally, Tran
and Corner, (2016), studies in New Zealand established perceive usefulness to have
the most substantial influence on e-banking adoption. On the other side, some studies
have revealed that perceived usefulness have a negative impact on the adoption of the
new technology of e-banking. In their study, Aboelmaged and Gebba (2013) found
that perceive usefulness does not influence mobile banking adoption in United Arab
Emirates (UAE). Therefore, in order to hypothesise the literature as mentioned above
the following hypothesis will be;
H4: There is a significant relationship between perceived usefulness and e-banking
adoption
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3.4.    Summary of the Chapter
This chapter identified two main parts including the research framework and
hypothesis development. The first part focuses on the research framework which
based on adapted from the theory of TAM. Also, the other part that concentrated more
detail discussion is hypothesis development/ prepositions development regarding
independent variables like; internet speed, trust, perceive ease of use, perceive
usefulness and dependent variables such intention to adopt e-banking which




4.1.       Introduction
This section presents the study’s research design, operational definitions, population,
sampling and questionnaire design. The chapter also elaborates the data collection
method and the statistical methods employed in this study.
4.2.        Research Design
Sekaran and Bougie (2013) described research design as a blueprint used for
collecting, measuring, and analysing data based on the studies research questions. In
this study, correlation design will be more suitable because the objective of the study
is to investigate the factors influencing the adoption of e-banking among students in
selected universities in Somalia’s capital of Mogadishu namely SIMAD University,
Somali National University and Benadir University. Hence, in order to achieve this
objective, the present study will quantitatively analyse the data that will be collected
from the said universities. The researcher will cautiously explain the phenomena by
designing and measuring the data collection and analysis (Huang, Backman, &
Moore, 2013). Also, the present study will utilise a questionnaire distributed online to
reach the respondents of interest. Saunders (2007) postulates that quantitative research
can be referred to research that uses data collection technique such as questionnaire
and arithmetic data and analysed via statistical data analysis approach.
4.3. Operational Definitions
Based on this study, the researcher outlined the following operational definitions




Operational Definition of Key Variables




E-banking adoption refers to an undertaken to sign
a contract by acknowledging full usage of
electronic banking gateway or channel that
promotes banking transactions such as checking
account balance, fund transfer, standing order,




Internet speed is regarded as a facilitating condition
because according to Venkatesh, (2003) any
technical infrastructure that supports the use of a
system is regarded as a facilitating condition.
Venkatesh, (2003)
Trust (TR)
Trust refers to the willingness of users to adopt
internet banking with the hope that the bank will
fulfill their service obligation regardless of the
customers’ ability to monitor or control the






Perceived Ease of Use refers to the level at which a
user’s believes that using a new specified system
will be devoid of both mental and physical efforts





Perceived usefulness refers to the degree by which a
person using e-banking believes that it will enhance
his/her financial service or banking transactions.
(Davis 1989)
4.4.     Measurement Variables in the Study
Sekaran and Bougie (2010) defined measurement as a mechanism or a tool used for
describing some attributes of a phenomenon’s variables that are selected in the study
such that numbers are assigned validly and reliably. The present study measures five
variables, which include: internet speed, trust, perceive ease of use, and perceive
usefulness. All the five items are considered to have strong construct validity and
highly reliable as shown in Table 4.2.
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Table 4.2
Measurement and instruments of Variable








1. Faster Internet access




speed of the electronic
banking service.
3. Easy navigation of the










6. The internet speed of the
electronic banking
transactions flow is faster








3.  Easy to navigate the





5. Response speed to
complaint is
satisfactory.








1. The electronic banking
site is trustworthy.
2. The electronic banking
site keeps its promises and
commitments.
3. I trust the electronic
banking site.
4. The electronic banking
site would do the job right
even if not monitored.
5. The electronic banking






banking site keeps its
prom promises and
commitments.
3. I trust this Internet
banking site.
4.  This Internet
banking site would do














1. I find electronic banking
easy to use.
2. It is easy for me to learn
how to utilize electronic
banking site.
3. My interaction with
electronic banking site is
clear and understandable.
4. It is easy to remember
how to use electronic
banking site.
5. I find it easy to get
electronic banking site to
do what I want it to do.
1. I find this Internet
banking site easy to
use.
2.  It is easy for me to
learn how to utilize this
Internet banking site.
3. My interaction with
this Internet banking
site is clear and
understandable.
4. It is easy to
remember how to use
this  Internet banking
site
5. I find it easy to get
this Internet banking








1. I can accomplish my
banking tasks more easily
using electronic banking.
2. I can accomplish my
banking tasks more quickly
using electronic banking.
3. Electronic banking






5. Overall, I find electronic
banking useful.



























1.I will always try to use e-
banking in my daily life
2. I intend to use e-banking
in the next month.
3.I predict I would use e-
banking in the future
4. I plan to use e-banking
in future.
5. I will recommend peers
to use e-banking.
1.I will always try to
use telebanking in my
daily life
2. I intend to use
telebanking in the
future.
3.I predict I would use
telebanking in the
future
4. I plan to use
telebanking in future.
5. I will recommend
peers to use Internet
banking.
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4.5.     Population
The population for the present study covers students studying in selected universities
in Mogadishu. Sekaran and Bougie, (2013) described a population as an entire group
of people or a particular thing of interest that the researcher wants to conduct a study
on. The targeted population of this study comprises SIMAD University students,
Somali National University students and Benadir University students.
4.6.      Sample Size
Gay and Airasian (2000) defined sampling as the process of getting information from
the selected population in the study while using a sample. According to Salganik and
Heckathorn (2004) sample for a selected group of the population must be an accurate
demonstration of such population. Thus, the sample to be used in this study will
involve students studying in three Universities of Mogadishu namely SIMAD
University (3796 students), Somali National University (7500 students) and Benadir
University (1613 students) comprising total students of 12909 students. The
information gathered from the universities’ authorities that are responsible for keeping
the records of students’ enrolment.
The researcher believes that this is sufficient enough to ensure a good representative
of the entire population of Somalia students studying in Mogadishu Universities
becouse Mogadishu is the capital city of Somalia, it has a good number of universities
amd it is available of network communication systems, it lives different students from
different cities, since these institutions are most highly regulated universities in the
country. Another reason for selecting this sample size is because of their readiness
and accessibility to the researcher. Sekaran and Bougie (2013) defined convenience
sampling as the process of collecting or gathering information on the selected
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population that are readily available. The selected sample comprises of both degree
and postgraduate students studying in the said universities. According to Krejcie and
Morgan (1970), a population of 12909, a sample size of 377 is required. Therefore the
suitable sample size chosen for this study is 377. The sample size for this population
was ascertained using Krejcie and Morgan’s (1970) table for determining for a given
population.
4.7.       Sampling Technique
The present study will employ a convenience sampling technique because the
research seeks for the factors influencing selected universities’ students for the
adoption of e-banking in Somalia. According to Sekaran and Bougue (2013),
convenience sampling is mostly conducted in primary research and is considered the
best way of gathering or collecting necessary information faster and efficiently. As
the sample size of the targeted population is 377, convenience sampling technique
will be used to select the potential respondents. Thus, an online questionnaire was
distributed to the respondents through online to answer based on their perception
about e-banking adoption in Somalia.
4.8.     Questionnaire design
Sekaran and Bougie, (2013) describe the questionnaire as an efficient data collection
technique, especially when dealing with a considerable number of respondents. Even
though an online survey questionnaire is often time-consuming, Sekaran and Bougie,
(2013) opined that questionnaire is most suitable regarding cost compared to
interview approaches. The primary rationale behind an online survey questionnaire
design is to collect a vast number of numerical or quantitative data. The questionnaire
is designed in such a way that it will satisfy the objectives of the current study. Thus,
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for this study, the research instrument will be divided into three parts such as Part A,
Part B and Part C. Part A outlines the exclusion criteria questions, Part B outlines the
survey questions based on the framework prescribed in the study, and then Part C
outlines the respondent’s general profile. The questionnaire used a Likert scale
ranging from 1-5, as such 1 denotes strongly disagrees and 5 represents strongly
agreed. Table 4.2 depicts the instruments used in this study.
4.9. Data Collection Method
In this study, the researcher intended to gather data from primary sources via an
online survey questionnaire. Primary data can be defined as the first-hand information
that is directly collected by the researcher based on the selected variables that will
accomplish the objectives of the study (Sekaran and Bougie 2013). Thus, in every
study, the method of data collection employed serves as an integral part of the
research. Hence, data collection will be based on an online survey questionnaire,
which will be administered personally by the researcher to the targeted sample
respondents in the study through an email, Whatsapp, Facebook et cetera.
4.10.     Statistical Methods
The data collected was analysed using SPSS software (version 25), and in order to test
the significance of the study, test such as descriptive analysis, regression and
correlation will be performed. Additionally, data reliability and normality test will
also be performed.
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4.11.    Summary of the Chapter
This section presented a generalisation of the research method employed. After a brief
introduction, research design, operational definitions, measurement and instruments
of the variables. The chapter also discusses the population of the study, sampling,
questionnaire design, data collection and statistical method employed in this research.
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CHAPTER FIVE
DATA ANALYSIS AND RESEARCH FINDINGS
5.1    Introduction
This chapter focuses on the data analysis and the research findings. The research
adopted the Statistical Package for the Social Science (SPSS) version 25.0. Besides,
descriptive statistics are used to analyse the demographic profile of the respondents.
This chapter includes analysis of the response rate; assessment of outliers using both
univariate and multivariate; normality test using statistical approach; multicollinearity
via Variance Inflation Factor (VIF).
5.2    Analysis of Response Rate
The total of 377 questionnaires was distributed online, and the number of response
received is 193. It represents about 51 per cent response rate. The response rate as
represented is due to lack of good internet system and adequate electricity. These
factors are responsible for the low response rate. The table below (5.1) shows how the
questionnaires were distributed among selected university’s students in Mogadishu,
Somalia.
Table 5.1
Analysis of Response Rate
Description Outcome Rate (%)
Questionnaires distributed 377 100
Questionnaire Responses returned 193 51.2
Excluded questionnaire and outlier
that is not applicable
(32)
Usable Responses 161 43
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5.3    Data Screening
In a view to ensuring that the data has been correctly entered and the distribution of
constructs to be used in this research analysis is normal, this study conducted data
cleaning and screening. Using the statistical software packages for social sciences
(SPSS) version 25, the data was further analysed. Therefore, in order to achieve an
optimum accuracy of the research results the researcher assessed missing values,
normality, outliers (univariate and multivariate) and Multicollinearity tests.
5.3.1.    Missing Values
Knowing the danger associated with a missing value, this study checked the filled
online questionnaires and ensured that they are filled correctly and no any omission.
Dong & Peng, (2013) stated that the rule says if the percentage of missing value is
less than 5% it should be replaced through series means. In the current research after
checking and cross-checking no missing value was detected.
5.3.2.    Assessmentof  Outliers
A critical step in data screening and assessment is the outliers data screening.
According to Hair et al., 2010; Bryn, (2010) outlier is an extreme observations score
which may have an adverse effect on the results. The problem with outlier has high or
low value.  A unique combination or construct of values upon many constructs may
cause the test to come out from the leftover.
The multivariate analysis may at the end assist in the detection and treatment of
outliers. This research investigated the univariate and multivariate outliers. The
investigation is conducted by distinguishing the cases with higher z-score values.
Tabachnick and Fidell (2007), are of the opinion that any case with the value of a
standardised or institutionalised z-score which is above ±3.29 is categorised as a
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potential univariate outlier. This research recognised and removed 19 cases. This left
behind the total number of respondents to be 161 only. The Table below can be seen
in detail the deleted or removed responses.
Table 5.2
The Deleted Responses of Univariate Outliers




















5.3.3.    Normality Test
According to Tabachnick and Fidell (2007), one of the fundamental assumptions for
regression analysis is that the constructs have to be normally distributed. Either
statistical or graphical methods usually measure normality. The most important
techniques of statistical normality are the skewness and kurtosis. However, in the
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graphical approach, normality is decided through the histogram residual plots; which
indicate the form of data distribution of the variables and their relations to a normal
distribution. The residuals usually are and separately distributed if the assumption is
achieved (Tabachnick & Fidell, 2007). The normality assumption was considered in
this research through statistical method because the respondents were less than 200.
Based on the suggestion of Chou & Bentler  (1995), when using the statistical
approach of normality, the scores of skewness must be below ±2, whereas the values
of kurtosis are below 7. The range of acceptable values of the Skewness is < 2 and < 7
for the Kurtosis (Chou & Bentler 1995). In this study the values of Skewness and
Kurtosis are within the acceptable range as can be seen from the results presented in
on Table 5.3 below:
Table 5.3






























5.3.4.    Multicollinearity
Multicollinearity expresses the extents to which correlation exists between two or
more independent variables. Pallant (2007) argued that Multicollinearity occurs when
the relationship between two or more independent variables is high to the tune of 0.9.
According to Maiyaki and Moktar (2011), multicollinearity causes weakness in the
analysis, because the interrelationship between two or more variables will lead to
error or mistake as the interrelated variables will contain unnecessary data. The
resolution for the multicollinearity problem is to remove the interrelated variable
(Gorondutse & Hilman, 2014). They further recommended that a correlation of more
than 0.90 is an indication that the multicollinearity issue exist (Meyers, Gamst, &
Guarino, 2006). Another method of detecting multicollinearity problem is the
Variance Inflation Factor (VIF) and the tolerance level. This can be carried out
through regression analysis in the SPSS (Gorondutse & Hilman 2014). The rule says
any VIF value above 10 and tolerance value below .10 indicates a problem of
multicollinearity (Hair Jr. et al., 2010). When the VIF is less than 10 the result is good
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(Tabachnick & Fidell 2007). The multicollinearity issue will, therefore, be verified
through VIF/tolerance level analysis. Table 5.3 below shows the VIF and the
tolerance values for each of the independent variables in this study.
Table 5.4






a. Dependent Variable: IBA
From Table 5.4 above, it is clear that all the independent variables in the current study
are not affected by multicollinearity problem, as a result of the VIF for all the
independent variables (internet speed, trust, perceive ease of use, perceive usefulness)
are less than 10 and the tolerance values are also more than 0.10. Thus since the value
of VIF and tolerance for all the independent variables are within the acceptable range,
there is no multicollinearity problem in this study.
5.4 Demographic Characteristics
This study used descriptive statistics to illustrate the vital features of the respondents
in this study. Each characteristic was sum up in a straightforward way to understand,
the gender, age, marital status, education qualification, income level and occupation
the descriptive statistics.
On the issue of gender, it shows that majority of the respondents are male because
90.1% were male, while only 9.9% were female. The table also indicated that 72.7%
of the respondents were between 21-30 years of age, while 24.2% of the respondents
47
fell within the range 31-40 years. Also, 2.5% of the respondents were between the
ages of 41-50 years, and .6% of the respondents were 51 years and above. Thus, most
of the respondents fall between 21-30 years age bracket.
The marital status of those who answered the questionnaire is also shown in Table
5.6. It indicates that 82 respondents representing 50.9% of the total respondents were
single while 79 respondents representing 49.1% of the total respondents were married.
This shows that majority of the respondents in this study were single.
In respect to the education qualification of the respondents, Table 5.6, reveals that
most of the respondents, 55.9% had a master’s degree, followed by a bachelor’s
degree with 40.4%. The least are  PhD holders represented 3.7% of the respondents.
With regards to the level of income for the respondents, Table 5.6 indicated that
31.1% of the respondents earned less than $400. 38.5% of the respondents earned
income between $401-800, and 15.5% of the respondents earned income between
$801-1200; while 14.9% of the respondents received income above $1201. This
shows that majority of the respondents earned income between $401-800.
Regarding occupation, most of the respondents were working in the private sector's
level with 60.2% representing 97 respondents. 21.7% representing 35 respondents are
self-employed, and 9.9% is representing 16 respondents are working in a government,
while 8.1% is representing 13 respondents in other levels. Table 5.5 below provides



































Self Employed 35 21.7
Others 13 8.1
Total 161 100.0
5.5    Descriptive Statistics for variables
Table 5.6 below presented the general mean scores and standard deviation for both
dependent and independent variables in this study. All the items for the variables were
measured based on five Likert scales. The result shows that the mean value for
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acceptance level by the respondent on intention to adopt e-banking is 4.1739 with a
standard deviation (SD) of 0. 0.55459. This shows that most of the respondents agreed
and accepted that the statement in the instruments. Also,  the descriptive statistic for
the independent's variables was measured based on a five Likert-scale in which the
outcome reveals that perceived ease of use has the highest mean score and standard
deviation of 4.1404 and 0.51129respectively, while trust has the lowest mean score
and standard deviation of 3.7043 and 0.71767respectively. This revealed that perceive
ease of use has the highest impact positive response while the trust has the least
response. This is clearly shown in Table 5.6 below.
Table 5.6
Descriptive statistics
Variables N Minimum Maximum Mean Std. Deviation
IS 161 2.50 5.00 4.0600 0.58380
Trust 161 1.80 5.00 3.7043 0.71767
PE 161 2.80 5.00 4.1404 0.51129
PU 161 1.40 5.00 4.0484 0.59151
IBA 161 2.80 5.00 4.1739 0.55459
5.6    Reliability and Validity Analysis
The essential issue is to test the validity and reliability of a study is to manage the
likelihood of collecting incorrect answers for the study.
5.6.1    Reliability
The reliability test is adopted to test the internal consistency of the instrument applied
in this research. According to Chua (2013), there are three different ways in
quantitative research to measure reliability. They are Cronbach’s Alpha internal
consistency approach; split-half approach; and lastly test-retest reliability approach.
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Cronbach’s Alpha is considered appropriate and adopted in this research. It is used to
analyse the internal relationship between the instruments of measurement and internal
consistency of the construct. Sekaran and Bougie (2010) stated that reliabilities with a
Cronbach’s Alpha above 0.8 are considered good, from 0.6 to 0.7 acceptable, and
those range from 0.01 to 0.6 are considered to be poor.
In this research, internet speed, trust, perceive of ease use, perceived usefulness and
intention to adopt e-banking have a Cronbach’s Alpha of 0.646, 0.754, 0.667, 0.709,
and 0.649 respectively. These coefficients are in the acceptable range of 0.6 to 0.7 as




No. Variables No of items
Cronbach's
Alpha
1 Internet Speed 6 0.646
2 Trust 5 0.754
3 Perceive ease of Use 5 0.667
4 Perceive usefulness 5 0.709
5 Intention to use E-banking Adoption 5 0.649
5.6.2    Factor analysis
A validity analysis is needed before the examination and inspiration of how dependent
variable relates to the independent variables. For any construct measure what is
intended to measure, its validity must be tested in order to avoid inaccurate results.
Therefore, factor analysis will be used in order to validate the full items by using
SPSS version 25. Based on factor analysis, items were correctly assigned to their
constructs.
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Keiser-Meyers-Oklin (KMO) confirmation is the first test before the factor analysis.
After analysing the anti-image correlation with “square”. A value that is less 0.5
should be deleted, the dispersion level of the items is determined after the cumulative
variance is checked. The better correlation between the items is determining by
construct degree of the value of the cumulative variance. An average KMO is between
0.5 and 0.7, and a good value is between 0.7 to 0.8, an excellent value is between 0.8
to 0.9, and finally, the excellent value is above 0.9 ( Hutcheson and Sofroniou. 1999).
The KMO of this study is 0.807, hence, is considered very good.
Hair et al., (2010) expressed that factor analysis has been conducted, there must be at
least five items in each variable in consideration. According to Pallant, (2007) and
Hair et al., (2006), only items that load above 0.50 should be retained.  As shown in
Table 5.8, all items load to its construct at above 0.5, hence, all items are maintained
for further analysis.
5.6.3    Validity Analysis
Validity is defined as the to which extent instruments used in research work precisely
measures what it is intended to measure (Sekaran, 2003). There are two methods of
testing validity in a study, construct and content validity (convergent and discriminate
validity).  Therefore, the following section explains the two types of validities.
5.6.4 Convergent Validity
Convergent validity refers to the level to which a measurement of variables in a study
converges at a high proportion of variance (Hair et al., 2010). This type of validity is
being conducted for a study employing some criteria which include factor loading,
average variance extracted (AVE) and composite reliability (CR) (Hair et al., 2010).
The AVE measures the items loading of every item in the construct. All items are
52
having loadings greater than 0.5, are regarded as acceptable and hence, qualify for
multivariate analysis (Hair et al., 2010). Table 5.9. Rule of thumb, AVA>0.5.
Table 5.8






































Extraction Method: Principal Component Analysis.
5.6.5 Discriminant Validity
Discriminant validity is defined as to a particular construct that is different from other
variables Hair et al., 2010). Additionally, discriminant validity is a single method of
investigating construct validity other than convergent validity. The discriminant
validity is carried out by calculating the square root of AVE of each variable and
compares it with the correlations associated with the variable. It provides evidence
that a variable has discriminant validity, the square root of AVE should be higher than
the correlation. Table 5.9, below shows the results of AVE, CR, SD, mean average,
square roots of AVE and the correlation coefficient.
Table 5.9




Mean SD AVE CR IBA IS PE PU TR
1. IBA 4.060 0.584 0.570 0.799 0.755
2. IS 3.704 0.718 0.523 0.763 0.517** 0.723
3. PE 4.140 0.511 0.617 0.829 0.364** 0.373** 0.786
4. PU 4.048 0.592 0.513 0.805 0.408** 0.177** 0.3011** 0.716
5. TR 4.174 0.555 0.504 0.835 0.461** 0.441** 0.456** 0.285** 0.710
**. Correlation is significant at the 0.01 level (2-tailed).
*P< .05, **P< .01(2-tailed)
Note: IBA= Intention to adopt e-banking, IS= internet speed, PE=perceive ease of use, PU=perceive
usefulness, TR= trust, SD= Standard deviation, AVE= Average variance extraction, CR= Composite
reliability.
The results indicate that the variables of this study have achieved appropriate
discriminant validity.
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5.7    Hypothesis Test Analysis
This section discusses the findings of the structural model for this research
represented by hypothesis 1 to 4.
5.7.1    Multiple Regression Analysis
Multiple regressions are employed to measure the effects of various independent
variables on a dependent variable concurrently. This process aid the researcher to
understand the extent to which a set of independent variables explains the discrepancy
in the dependent variable (Cavana et al., 2001). In this research, the relationship
between the adoption of e-banking and its determinant were analysed through the use
of standard regression analysis as suggested by Sekaran and Roger (2013). Standard
regression enables the whole variables of the study to be put in into the model at the
same time and evaluated based on the variance contribution. Figure 5.1 shows that the
results of multiple regression. Overall, the model of r2 is significantly based on (F-
value =28.116, P<0.001).
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** P value ≤ .01, ***P value ≤ .05
Figure 5.1 Conceptual Framework for the Study
Based on Figure 5.1 and Table 5.10, the results are presented below. Hypothesis 1
stated that internet speed relates to the adoption of e-banking, Table 5.10 shows that
internet speed was positively related to the adoption of e-banking (B=0.343, p<0.05).
The findings support hypothesis 1. This result suggests that a high degree of internet
speed tends to increase one’s adoption of e-banking.
Hypothesis 2 stated that trust relates to the adoption of e-banking, Table 5.10 shows
that trust was positively related to the adoption of e-banking (B=0.200, p<0.01). The
findings support hypothesis 2. This result suggests that a high degree of trust tends to
increase one’s adoption of e-banking.
Hypothesis 3 stated that perceive ease of use relates to the adoption of e-banking,
Table 5.10 shows that perceived ease of use was positively related to the adoption of
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e-banking (B=0. 134, p<0.01). The findings support hypothesis 3. This result suggests
that a high degree of perceived ease of use tends to increase one’s adoption of e-
banking.
Hypothesis 4 stated that perceive usefulness relates to the adoption of e-banking,
Table 5.10 shows that perceive usefulness was positively related to the adoption of e-
banking (B=0. 184, p<0.01). The results support hypothesis 4. This finding suggests
that a degree of perceived usefulness tends to increase one’s adoption of e-banking.
Overall, all hypotheses of this are supported.
Table 5.10
Summary of results
No. Hypotheses Beta P value Results
H1
There is a significant relationship between
internet speed and e-banking adoption.
.343 0.000 Supported
H2
There is a significant relationship between trust
and e-banking adoption.
.200 0.010 Supported
H3 There is a significant relationship between
Perceive ease of use and e-banking adoption.
.134 0.090 Supported
H4
There is a significant relationship between
Perceive usefulness and e-banking adoption.
.184 0.005 Supported
Dependent variable= IBA, ** P value ≤ .01, ***P value ≤ .05
The results show that the R2 is 40.4 percent, which means that the variables (internet
speed, trust, perceive ease of use and perceive usefulness) as the determinants of
adoption of e-banking can explain 40.4 percent of the variance.
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5.8    Summary of the Chapter
This research tested the factors influencing the adoption of e-banking among Somalia.
Specifically, this chapter has presented the statistical results of this study, and four
hypotheses have been tested to achieve the objectives of this research. The statistical




6.1    Introduction
In this chapter, the research findings of the study are discussed. The implications of
the research findings both theoretical and practical are also reported, and limitations
of the study are also discussed, recommendations are made for possible future
researchers in e-banking adoption area. Finally, conclusions are made on this
research.
6.2 Discussion of Results
The main objective of the research is to investigate that the factors influencing the
adoption of e-banking among Somalia. Given this objective, the research responds to
the research questions raised in the first chapter. These replies are presented in details
and supported by the correlation and regression analysis results in chapter five. Thus,
this chapter presented the research findings to provide an answer to each of the
research question raised in chapter one.
6.2.1    The Relationship Between Internet Speed and the Adoption of E-banking
Based on the results of multiple regression analysis, it was found that the Internet
speed is significantly related to e-banking adoption. Hence, this reveals that internet
speed does affect the adoption of e-banking in Somalia. This is supported by the
findings by Erkin (2014) who suggest that internet banking facilities such as internet
speed should be easily accessible to customers. Gunaratnam et al. (2017) study on the
city of Sri Lanka banks. The study discovered that internet speed had the most
substantial influence on e-banking practice. Since the result from this study shows a
positive impact on the relationship between internet speed and e-banking adoption.
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Therefore, in the banking sector internet speed should be considered a motivating
factor in Somalia to make the facilities easily accessible by the users, to improve the
Internet speed in Somalia to encourage users to use e-banking.
6.2.2 The Relationship Between Trust and the Adoption Of E-Banking
The result of this study revealed that there is a significant relationship between trust
and the adoption of e-banking. Therefore, this result is consistent with past studies by
Keonig-Lewis et al., (2010) whereby the outcomes showed that Trust and Credibility
were two main key indicators in decreasing the general perceived risk of e-banking
adoption in Germany.
Thus, the impact of trust and the adoption of e-banking by many sectors of the
economy apart from the banks will fast track business transactions and enhance the
performance of organisations. Additionally, the government and bank managers
should create an environment where there is security, privacy and trust in the e-
banking process. Hence, doing this will boost the confidence of e-banking users who
adopt the methods in making transactions.
6.2.3 The Relationship Between Perceived Ease of Use And The Adoption of E-
Banking
The result of this study supports the hypothesis that there is a significant relationship
between Perceived Ease of Use and e-banking adoption. This result is supported by
past studies that showed a significant relationship between perceived ease of use and
e-banking adoption, especially in the developing nations (Saidi et al. 2016). Thus, the
banks should provide quality service and accessibility where individual can have
access to their services easily. This enables customers to use e-banking service and
become more user friendly.
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6.2.4    The Relationship between Perceive Usefulness and the Adoption of E-
banking
The result of the study supports the hypothesis; the finding revealed that there is a
significant positive relationship between perceived usefulness and the adoption of e-
banking. The findings of this study are consistent with the result many research,
which states that e-banking adoption is significantly influenced by perceived
usefulness, particularly in the less developed countries (Maduku, 2014). Likewise,
most previous studies have indicated that perceive usefulness has a strong influence
on e-banking adoption. In order to boost the awareness of the potential users which in
turn contributes to the performance of banks, the leaders of bank sectors should
promote their services by educating customers on the usefulness of e-banking
adoption and create awareness on its importance.
6.3    Theoretical Implications
The finding of this research increases the body of knowledge in the area of banking in
Somalia. This contribution includes the need for the increase of internet speed, trust,
perceived ease of use, and perceived usefulness to adopt e-banking transaction. These
are the factors that assist the reliance on this kind of transaction. The importance of
internet speed in the practice of internet banking cannot be omitted. This is evident
from the result indicating it to be the most critical predictor of adopting E-banking
system. Therefore, this study indicates that internet speed determines the success of
the practice of internet banking. Meanwhile, perceived ease of use has a moderate
contribution regarding internet banking application. It is essential for the banking
industry in Somalia to revisit their procedures and policies to improve both in their
internet speed and web page building based on this finding.
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6.4    Practical Implications
This study developed a research framework. As in this case, this may provide
enormous advantages for the banking industry which will be benefited from the
research framework. There are numerous advantages of the study framework which
includes; the framework can guide the banking industry to set a good marketing
strategy to increase their facilities such internet speed and trust which give them to
have a competitive advantage while they are using this framework. The banks must
make an effort to understand the relationship of their customers regarding the use of
internet banking. This is possible when the correct predictors are identified in the
internet banking application.  Operation of the drivers will help the bank to get
customers satisfaction and loyalty in the long run and measure the effectiveness and
efficiency of these drivers. Thus, this study will benefit new users of the internet
banking facility for better application.
The government and management of the commercial banks' managers in Somalia
must provide enough facilities such as good internet speed and trust. In order to
increase their profitability and economy growth even though these customers have a
savings account or current account on the usage of internet banking facility. This
leads to the financial system in Mogadishu-Somalia contributes to the significant
development of Somalia’s economy. Under the system, the banks are the
intermediaries, who facilitate the movement of funds between depositors and
borrowers. Therefore preserving the financial system will ensure a stronger economy,
growth and development. Financial stability will also be provided through the use of
banks and creates confidence in the financial institutions and financial markets within
the economy.
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6.5    Limitations of the Study
This study has several limitations. The first limitation in this study focuses on factors
influencing the adoption of e-banking among Somalia in selected Universities of
Mogadishu. Mogadishu is only a state out of 18 states in Somalia. Hence, the data
collection was not concerned with the whole regions in Somalia.
Secondly, Students are busy with their activities, such as classes, and assignments. As
a result, some of them refused to participate in answering the online questionnaires.
Additionally, some respondents are not available to the internet in their houses
because the cost of internet in Somalia is quite expensive.
Lastly, the respondents in this study are students only. This is may also decrease the
generalizability of the research because students' interest on the use of e-banking
adoption may be dissimilar from the other people.
6.6    Recommendations for Future Research
Considering the findings and also the limitation of this study discovered, possible and
fruitful areas of the adoption of e-banking that may need the attention of future
researchers is being suggested. First, future researchers can try the variables that were
tested in this research with a more extensive sample size to see if consistency can be
identified. Similarly, efforts by future researchers can be made in identifying other
variables that determine e-banking adoption of the customers in the whole state that
would comprise all the local government areas. Moreover, this study concentrated on
the respondents in the area of Mogadishu, particularly students from three
universities. Therefore, future research is suggested to include other geographical
areas such as other cities in Somalia meeting the generalisation of the findings.
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In addition to this, a cross-sectional approach of data collection may have some
impediment due to one-off data collection method therefore unable to meet
representation. Hence, this study suggests for future research to implement a
longitudinal study where recurring measurement on respondents is done, thereby
understanding the behaviour of the e-banking adoption over time.
6.7    Summary of the Chapter
Based on the results of multiple regression analysis, the objective of this study was to
investigate on factors influencing the adoption of e-banking among Somalia in
selected Universities’ Students of Mogadishu. There are four independent variables
such as Internet speed, Trust, Perceive ease of use and Perceive usefulness, which has
been tested in order to recognise which is the most significant factor that influenced
the adoption of e-banking.  E-Banking adoption system are still in the early adoption
phases; In order to create interaction with users, effective advertising has to be made
by financial institutions. Financial institutions should create environment and
knowledge towards the benefits of E-banking Adoption among Somalia.
The primary purpose of this advertising strategy is to inform and introduce the
benefits of e-banking activities to potential customers. If financial institutions want to
grab potential customers immediately, financial institutions can allocate bank
assistants at every branch to explain more detail about mobile banking services to
customers. Besides that, banks could organise training courses for e-banking users for
free, and offer them available at any bank branches. Generally, based on the
regression analysis the findings of this research recommended that among these
variables in the study, are internet speed, Trust, Perceive ease of use and Perceive
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usefulness play a significant positive role in determining the adoption of e-banking
among Somali Students in universities of Mogadishu.
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APPENDICES
Appendix A: THE QUESTIONNAIRE
Dear respected respondents:
I am a master student at Othman Yeop Abdullah (OYA) Graduate School of Business,
in Universiti Utara Malaysia.
I would like you to participate my research which is titled “FACTORS
INFLUENCING THE ADOPTION OF E-BANKING IN SOMALIA". Please
answer honestly and carefully all items in the questionnaire as it will influence the
result of the research.
Information obtained from this questionnaire WILL BE TREATED STRICTLY
CONFIDENTIAL and will be used solely for academic purposes. The questionnaire
is expected to take only 10 minutes and I appreciate your participation in this study.
Thanks you for your time in responding to this questionnaire.
Your participation is highly appreciated.
Sincerely,
MOHAMED ISMAIL MOHAMED
Master of Science (Inter. Accounting),




SECTION A: EXCLUSION CRITERIA QUESTIONS
1. Have you used in Somalia Electronic Banking (E-banking)?
( eg: Premier Bank, International Bank of Somalia(IBS,  Dahabshil International bank,
Salam Somali Bank, Amal Bank and National Bank of Somalia).
a. [ ] Yes
b. [ ] No




SECTION B: Survey Questions
Direction: Please answer the following questions using a 1 to 5 scale with 1-

































Speedy response to customer’s complaint in
electronic banking is satisfactory. 1 2 3 4 5
4
IS6
The internet speed of the electronic banking
transactions flow is faster compared to the
traditional banking. 1 2 3 4 5
5 IBA4 I plan to use Electronic banking in future. 1 2 3 4 5
6 TR1 The electronic banking site is trustworthy. 1 2 3 4 5
7
IS4
Electronic banking facilitates an efficient transition
(no waiting time). 1 2 3 4 5
8 PU5 Overall, I find electronic banking useful. 1 2 3 4 5
9
PE2
It is easy for me to learn how to utilize electronic
banking site. 1 2 3 4 5
10
IS1
Faster Internet access speed is important for the
electronic banking 1 2 3 4 5
11 IBA2 I intend to use Electronic banking in the next month. 1 2 3 4 5
12
PU2
I can accomplish my banking tasks more quickly
using electronic banking. 1 2 3 4 5
13 IBA5 I will recommend peers to use Electronic banking. 1 2 3 4 5
14 PE1 I find electronic banking easy to use. 1 2 3 4 5
15
PE4
It is easy to remember how to use electronic
banking site. 1 2 3 4 5
16
PU1
I can accomplish my banking tasks more easily
using electronic banking. 1 2 3 4 5





Electronic Banking enhances my effectiveness in
utilizing banking services. 1 2 3 4 5
19
IBA3
I predict I would use Electronic banking in the
future. 1 2 3 4 5
20
IS3
Easy navigation of the electronic banking site due to
internet speed. 1 2 3 4 5
21
IS2
Frequent connection breakdown affects the speed of
the electronic banking service. 1 2 3 4 5
22
TR5
The electronic banking site keeps customers' best
interests in mind. 1 2 3 4 5
23
PU3
Electronic banking enhances my efficiency in
utilizing banking services. 1 2 3 4 5
24
TR4
The electronic banking site would do the job right
even if not monitored. 1 2 3 4 5
25 TR3 I trust the electronic banking site 1 2 3 4 5
26
PE5
I find it easy to get electronic banking site to do
what I want it to do. 1 2 3 4 5
27
PE3
My interaction with electronic banking site is clear
and understandable. 1 2 3 4 5
28
TR5
The electronic banking site keeps its promises and
commitments. 1 2 3 4 5
77
Section C: DEMOGRAPHIC PROFILE
Please tick [√] against the appropriate responses or fill in the blanks with the
appropriate answers
1. Gender
a. [ ] Male
b. [ ] Female
2. Age
a. [ ] 21-30
b. [ ] 31-40
c. [ ] 41-50
d. [ ] 51 and above
3. Marital Status
a. [ ] Single
b. [ ] Married
4. Educational level
a. [ ] Secondary School
b. [ ] Bachelor Degree
c. [ ] Master Degree
d. [ ] PHD
e. [ ] Other, please specify ---------------
5. Income Group
a. [ ] less than $400
b. [ ] $ 401 – 800
c. [ ] $ 801 – 1200
d. [ ] $ 1200 and above
6. Occupation:
a. [ ] Government
b. [ ] Private
c. [ ] Self Employed
d. [ ] Others, please state …………………
“Thank you for your kind cooperation and valuable time”
END
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Appendix B
Chi Square Table
